Abstract
Introduction
Tourism is a pleasurable activity pursued by modern consumers. It is basically an experiential sensation resulting in unique and pleasurable memories. Tourism could also help to represent a destination to different countries based on the nation's art, tradition, culture and its hospitality (Holloway et al., 2009; Weaver, Lawton, 2014) . Tourism has become an important sector in many countries' economies because it generates revenue, job opportunities and creates the need for associated services such as infrastructure and superstructure which can be used by both tourists and local residents. Tourism marketers and stakeholders are facing remarkable challenges in creating unique, pleasurable and memorable experiences for tourists during their visit. It is regarded as a highly personal and subjective experience which is co-created by tourists through interaction with the people, environment, objects and technologies (Bagdare, 2016) . Understanding those interactions will help destinations to create proper strategies for effective management.
Understanding the behavior of tourists has been an important subject in tourism studies for decades (Cortez-Jimenez, 2008; Hendijani, Sulistyo, 2017; McIntosh, Thyne, 2005; Woo et al., 2015) . Tourists generally make some form of evaluation about their visit experience. In order for tourists to return home with positive memorable experiences, the destination must ensure that they had a positive time during their visit. The study of tourism experience has become important because of the highly competitive marketplace for this growing industry (Kim, 2017; Kim, Ritchie, 2014) . To attract tourists, it is important to spread information through positive word of mouth about tourist satisfaction relating to particular activities or experiences (Babolian Hendijani et al., 2013; Oppermann, 1997; Poria et al., 2009) . Positive customer experiences result in good memories and satisfaction which will have a major effect on future behavior. The level of satisfaction derived from different activities has been found to have an impact on the intention to revisit a destination (Chen, Tsai, 2007) , which could result in higher income generation for the destinations. Previous studies stated that positive and pleasurable experience of tourists are related with benefits to the tourists as well as to destination in terms of satisfaction (Alegre, Garau, 2010) , loyalty (Yuksel, 2001) , recommendation (Weaver, Lawton, 2014) , profitability (Gretzel et al., 2000) , and its destination image (Baloglu, Managaloglu, 2001; Gross, Brown, 2006) .
Tourists who visit a destination are expected to participate in various activities and engage with numerous products and services during their holiday. During and after their visit, it is anticipated that they would evaluate their visit experiences based on their encounters with the destination's products and services. The performance of these products and services are important in determining the outcome of tourists' visit experience (Kim, 2017) . Hence, a meaningful visit experience will depend on the capability of the destination to deliver acceptable provisions that can fulfil their needs and wants during the vacation.
It is discussed in tourism literature that tourists' experiences are the factors that would determine their satisfaction (Hendijani, 2015; Jaume, Joaquin, 2009) and satisfaction has been recognized as having a strong influence on revisit intention (Chen, Tsai, 2007; Kim, 2017; Shirazi, Som, 2010) . It is obvious that information about the visitor's future behavior is very important for tourism product development. If the destination knows nothing about it, it will be hard to plan the best appropriate products and services for the destination, to attract more repeat tourists, and assure success. Many studies have been explored to find out a destination's performance by analyzing tourist satisfaction from different aspects. They would attempt to uncover the performance of the attribute destination and discover unexpressed tourists' impression (Jaume, Joaquin, 2009; Yoon, Uysal, 2005) . Earlier studies suggest that memorable tourism experiences are determined by a wide range of factors such as attractions, accessibility, activities, environment management, infrastructure and superstructure (Buhalis, 2000; Kim, 2014; Mossberg, 2007) .
One of the vital features which affect the experience of tourists is the superstructure of the destination. Destination superstructure includes those facilities that have been developed especially to respond to the demands of tourists (Goeldner, Ritchie, 2012) . The most obvious examples include accommodation, restaurants, transportation and major attractions. Previous studies (Carlsen, 1999; Gunn, 1997; Mill, Morrison, 2002; Loker-Murphy, Pearce, 1995; Weaver, Lawton, 2014) identified three main pieces of evidence regarding superstructure (accommodation, transportation and restaurants) for the proliferation of backpackers all over the world. Since these factors directly or indirectly can affect tourist experiences, it is worth knowing about their effect on destinations which are growing in the tourism industry.
As this research is more focused on the experience findings, backpackers who were concerned about an 'authentic experience' were chosen as the target for the research. This segment of travelers are more independent and willing to encounter different activities and mingle with local residents and experience the way they live their routine life. In 2012, $217 billion of the $1, 088 trillion tourism 'spend' worldwide came from young backpackers, which means they now represent 20% of international tourism (Mohn, 2013) . Other characteristics of backpackers are an emphasis on meeting locals and other travelers where word-of-mouth marketing would be influential (Pearce, 2005) . Therefore backpackers' experience has a very significant effect on a country's tourism promotion, especially in destinations which are experiencing the growth of this industry such as Indonesia.
The number of backpackers in Indonesia has steadily grown in the last few years because of the enormous amount of adventurous attractions (Euromonitor International, 2012; Wonderful Indonesia, 2017) . Although the number of backpackers in Indonesia keeps increasing, there is still a lack of study about the satisfaction levels of their backpacking experience while in Indonesia and specifically in Jakarta as the capital city. Since Jakarta is famous as an industrial city and economic hub of the country, the government decided to change the image of this city to a destination which offers a variety of leisure and cultural activities and attractions (Wonderful Indonesia, 2017) . Nowadays, Jakarta is not only known for its historical sites, but it is also well-known as a modern city with skyscrapers and shopping centers, and thus it has become a vacation destination for international tourists. The increasing popularity of Jakarta for tourists provides an opportunity for the government and society to prepare the attributes that are able to increase tourists' satisfaction. Examining how Jakarta as a tourism destination is perceived by tourists is particularly important; an understanding of not only the appropriateness of existing destination marketing and promotional strategies, but also tourists' satisfaction and post-trip behavior is required.
Research into backpacking has significantly lagged behind general tourism studies, mainly due to the misconception that this sub-market has low value (Cohen, 2003; Richards, Wilson, 2004 ). This has resulted in an information gap for understanding backpackers' experience, specifically in Jakarta which attempts to attract more of this segment of the tourism market. Therefore, the main objectives of this research are to identify satisfaction levels based on backpackers' experiences towards superstructure and to know if this satisfaction will result in an intention to revisit Jakarta.
By understanding backpackers' experience, it would attempt to uncover the performance of the attribute destination and find out unexpressed backpackers' impressions. Since previous studies about backpackers (Loker-Murphy, Pearce, 1995; Markward, 2008; Toxward, 1999) are mostly focused on examining descriptive characteristics and behavior, this study focuses more on identifying international backpackers' experience during their stay in Jakarta.
Methodology
To measure the level of satisfaction of backpackers based on their experience with superstructure and their intention to revisit Jakarta, self-administered questionnaires consisting of four segments (experience, satisfaction, intention to revisit, and socio-demographic items) were distributed randomly to tourists waiting for departure in Soekarno-Hatta International Airport and some popular tourist areas around Jakarta. Most of the respondents were selected in the airport departure area because they already had experience during their holiday in Jakarta before returning to their home countries. A convenience sampling method was applied for this research. The questionnaire was developed based on a review of previous literature and was modified by the researcher using a literature review and adjusted for content validity. The first part of the questionnaire consisted of thirty questions and measured various aspects of superstructure experiences (transportation, accommodation, and food & beverages) using a fivepoint Likert scale (1=strongly disagree to 5=strongly agree). Questions in this segment were based on previous research (Babolian Hendijani et al., 2013; Jalis et al., 2009; Kivela, Crotts, 2009; Morachat, 2003) . The second and third segments consisted of six questions that measured the overall satisfaction and intention to revisit of backpackers (Babolian Hendijani, 2016; Jalis et al., 2009 ). The last part of the survey consisted of questions related to the socio-demographic characteristics of the participants (age, gender, country of origin, marital status, occupation, and length of stay). Since the respondents of this study were international backpackers to Indonesia, the survey questionnaire was prepared in the English language.
To ensure the reliability and validity of the questionnaire, a pilot test was conducted using 20 randomly selected tourists from a few popular shopping malls around Jakarta. After running a statistical reliability test of Cronbach's alpha (experiences=.734, satisfaction=.812, intention to revisit=.730), it was found that the instrument had an acceptable reliability factor for conducting research. Data was collected between May and July 2016. Out of 160 collected questionnaires and after removing incomplete sets of questionnaires, 150 (88.24%) valid questionnaires were used for subsequent analysis. In addition to the usual descriptive analysis of means, standard deviations, and frequencies, an exploratory factor analysis (EFA) was performed to determine underlying factors. The factor scores derived from the EFA were used in the subsequent multiple linear regression analysis.
Results and Discussion
The profiles of the respondents indicated that the number of male backpackers (58.7%) was slightly higher than females. The ages of respondents ranged between 18 and 32 years old (mean = 25) and in terms of marital status, the majority of them were single (86.7%). This finding is supported by a previous study (Paris, Teye, 2010) which mentioned most of the respondents (88.8%) of backpacker respondents were single). Most of the respondents were from Europe (43.3%), and the majority of backpackers were first time visitors to Jakarta (71.3%). Table 1 presents the profile of respondents. Exploratory factor analysis was performed on different superstructure attributes to determine the underlying factors. The first analysis was conducted on nine accommodation experience attributes. The results are presented in Table 2 . Barlett's test of sphericity was used to ensure that the variable factors were uncorrelated. The value of the test was 594.932 (ρ=.000), suggesting that it was appropriate to conduct factor analysis. The Kaiser-Meyer-Olkin measure of sampling adequacy was .810, which indicated that the factor model was acceptable. Kaiser's varimax rotation revealed 2 factors (variance explained = 61.1%) which were extracted from the original 9 variables (loading the variables was at least 0.5).
The first factor was labeled 'accommodation social environment' and demonstrated the most variance (45.6%) and had a reliability coefficient of .877. This factor included seven items (friendliness, helpfulness, communication, value, facilities, cleanliness, and safety). The backpackers indicated that the environment of accommodation contributed to overall satisfaction. Factor 2 was 'accommodation accesses. This factor accounted for approximately 15.5% of the variance in the data with two variables (culture and accessibility). However, because of the low reliability coefficient of the two variables (.553), these components were separated for the next analysis. In subsequent analysis these items were labeled as 'accommodation culture' and 'accommodation location'. The second analyzed superstructure item was the transportation experience in Jakarta. The results are depicted in Table 3 . The results revealed the value of Bartlett's sphericity is 355.873 (ρ=.000), which indicates that the distribution of values in the initial measure of transportation experience was acceptable for conducting factor analysis. The value of Kaiser-Meyer-Olkin was .737, which indicated that the factor model was acceptable. Kaiser's varimax rotation revealed two factors (variance explained = 46.2%) and were extracted from the original 10 variables. The first factor was labeled 'transportation surroundings' and demonstrated the most variance (32.9%) and had a reliability coefficient of .713. This factor included five items (friendliness, helpfulness, communication, cleanliness, and time). Factor 2 was 'transport access' and accounted for approximately 13.3% of the variance in the data with three variables (values, facilities, and accessibility) and a reliability coefficient of .700. The important role of accessibility of transport and transport fees was stated in previous studies (Della Corte, 2013; Wan, Chan, 2013) . The two items of 'safety' and 'different system' were used separately in subsequent analyses since they were not included in the factor loading. The third analyzed superstructure item was food and beverage experience in Jakarta. The results are depicted in Table 4 . Results revealed the value of Bartlett sphericity was 426.179 (ρ=.000), which indicated that distribution of values in the initial measure of food and bever-age experiences was acceptable for conducting factor analysis. The value of Kaiser-Meyer-Olkin was .749, which indicated that the factor model was acceptable. Kaiser's varimax rotation revealed one factor (variance explained=39.32%) and three separated items were extracted from the original 9 variables. The first factor was labeled 'F&B atmosphere' and had a reliability coefficient of .814. This factor included six items (friendliness, helpfulness, facilities, fresh ingredients, cleanliness, and communication). Friendliness of restaurant staff and their good communication with visitors were found to be an important aspect for tourists when dining out at destination (Kotler et al., 2014) . Factor 2 consisted of two items in which one of them had factor loading of less than .05 ('value for money') and factor 3 consist of only one item. Therefore, the three items in factor 2 and factor 3 which were not included in the factor loadings were culture, value for money, and accessibility and they were analyzed in subsequent multiple linear regression as independent items. To assess the influence of superstructure experiences on the overall satisfaction of backpackers, multiple linear regression analyses was performed to estimate the coefficients of the linear equation that best predict overall satisfaction. The regression model was significant (F= 12.124, ρ=.000) . The regression results are depicted in Table 5 . Based on results, superstructures attributes contributed 49.1% of backpackers' overall satisfaction. The results indicated 'F&B atmosphere' had the highest effect (β= .293, ρ=.000) on overall satisfaction of backpackers, followed by 'accommodation location' (β= .236, ρ=.001), 'location of F&B' and 'transportation surroundings' (β= .219, ρ=.004), and 'accommodation social environment' (β= .159, ρ=.040). The findings were supported by a previous study about the importance of food ingredients and cleanliness of restaurants on overall satisfaction of tourists (Babolian Hendijani, 2016) . Another aspect of restaurants which affected the satisfaction of tourists was its accessibility. Due to the large number of restaurants in Jakarta, it is easy for tourists to find restaurants nearby. It was also mentioned in a previous study by Babolian Hendijani (2016) that easy accessibility to restaurants has an effect on the satisfaction of tourists. In terms of the environment, most backpackers may be surprised to learn of the variety of street food. O'Reilley (2006) stated that backpackers are new-experience seekers. Therefore the people or staff and the environment of food and beverages would affect their satisfaction.
The findings of this study are consistent with recent studies which mentioned the importance of staff friendliness, cleanliness of the place, and safety of accommodation (Bodet et al., 2017; Buonincontri et al., 2017; Ren et al., 2016) . Since the number of tourists to Jakarta are increasing, the government has invested in building accommodation. It was also found that the location of accommodation and its distance to tourist attractions has an effect on the satisfaction of travelers (Martin et al., 2016) . In terms of transportation, the findings of this study were supported by previous research (Martin et al., 2016) which indicated the friendliness and helpfulness of drivers will positively affect the quality of the experience. Previous research by Page and Lumsdon (2004) agreed that transport in a tourist destination has a big impact on the tourism experience.
In order to answer the last objective of this research, next regression analysis was conducted to know the effect of satisfaction on the intention to revisit the Jakarta. From the results depicted in Table 6 , backpackers were highly satisfied with the superstructure experiences and would revisit Jakarta. Based on the results, satisfaction contributed 49.2% of backpackers' intention to revisit Jakarta. Satisfaction was significantly related to revisit intention (β =.702, p = .000). This finding was supported by previous studies (Hui, Ho, 2007; Kozak, Rimmington, 2000; Yoon, Uysal, 2005) , which if there is a positive experience and reviews accumulated in a destination, the higher chance the revisit intention is going to be.
Conclusion
Tourism experience is a pleasurable and measurable phenomenon and it is gaining wider importance in the era of the 'experience economy'. The main aim of investigating factors affecting backpackers' satisfaction and intention to revisit with superstructure experience was to understand the effect on overall tourism experiences. Although tourism research acknowledges the importance of knowing different aspects of experiences (Weaver, Lawton, 2014) , the existing literature is limited to investigating the importance of superstructure experiences by tour-ists in Jakarta as a fast-growing destination for tourism. This study has made several important contributions to existing knowledge on this topic. First, it reveals different attributes of superstructure that influence backpackers' satisfaction and some other attributes which need to be maintained in future. Tourism destinations are experiencing a challenge to compete with each other in order to attract tourists (Chi, Qu, 2008; Kim, 2017) . Therefore, to know what factors affect the satisfaction of tourists are important. Researchers have reported that customer satisfaction is an important factor for the success of a destination (Barnes et al., 2016; Kim, Ritchie, 2014; Weaver, Lawton, 2014) . Therefore, it is important to know which dimensions of superstructure experience impact the views of backpackers and make their trip more satisfying. Yoon and Uysal (2005) pointed out that tourist satisfaction must be a basic parameter used to evaluate the performance of a tourism destination. If tourism marketers and stakeholders are able to identify how components of a product or service affect backpacker satisfaction, they may be able to change the tourist experience by developing appropriate marketing strategies to maximize their satisfaction, and motivate them to revisit the same destination. Understanding tourist experiences can help destination marketers to evaluate their ability to deliver better experiences for tourists, and encourage managerial actions that aim to secure the loyalty and revisit intention of tourists. Hsu (2003) found that overall satisfaction and intention to recommend and revisit a destination are largely a function of the types of benefits tourists experience during their visit. Therefore, tourism destinations need to promote these benefits to both current and potential tourists. Destination marketers should use their knowledge of determinants that affect outcome variables to develop products and services which satisfy tourists' desires.
The superstructure of a destination is an essential tourism product which directly or indirectly can affect the tourism experience but studies on its influence are limited. Therefore, this study was undertaken to bridge the knowledge gap in this phenomenon. This study identified the attributes of superstructures that make the travel experience a pleasant one for backpackers. The findings of this study confirmed that superstructure experiences affect overall tourist satisfaction and also the factors which need to be improved in order to maximize the tourist experience. The results suggested that several variables (i.e. F&B atmosphere, F&B location, transportation surroundings, accommodation location, and accommodation social environment) are important destination superstructure attributes that likely affect the satisfaction of tourists. There are also some variables which did not affect backpackers' satisfaction (i.e., accommodation culture, F&B culture, F&B value for money, transport access, transport system, and transport safety) which challenge practitioners and researchers in destination management. In terms of satisfaction that was associated with backpackers' behavioral intention to revisit, a significant and positive relationship was found which is consistent with the result of previous research on tourists' behavior (Kim et al., 2010) .
Even though previous studies identified the importance of visual culture in designing the accommodation for pleasing the tourists, the findings of this study identified the decoration of accommodations as not appealing for tourists. The findings also indicated the backpackers have not had a positive experience with the transport system in Jakarta especially in terms of its safety and therefore, considerable efforts should be made to improve the current situation. For example tourism marketers and stakeholders should adopt traditional methods such as employee training to enhance the standard of services. Moreover, policy makers and government agencies need to invest in education of both local residents and tourists in order to improve aspects of safety, hygiene, and traffic. Another aspect which negatively affects the experience of tourists were food serving and price of food. Cohen and Avieli (2004) suggested that the mode of preparation and serving may sometimes be a recent invention intended to impress or attract the tourists. Thus, restaurant operators may exhibit different food preparation and serving processes, resulting in different and unique experience for tourists. The findings of this study present important implications for the marketers for designing strategies and benefitting from positive experiences. Suitable elements can be incorporated for better interactivity with tourists to create a unique, pleasurable and memorable tourism experience.
Second, in terms of theoretical implications, this study added to the body of literature in backpacker's satisfaction and revisit intention based on the experience of superstructure in Jakarta. One significant theoretical contribution of this study is that the findings add to a growing body of literature on the superstructure attributes of destinations that affect the satisfaction of visitors. The findings of this study could be used as a foundation for future research on a similar topic and should provide scholars with new insights into the role of the superstructure attributes of destination associated with memorable experiences.
While doing this research, some limitations were encountered. First of all, backpackers were surveyed in Jakarta's international airport and some tourism areas around Jakarta. Future studies may consider carrying out surveys at other tourist destinations such as Bali or Lombok to enhance the findings of this research. Second, this study was based on a quantitative approach. It is suggested future studies apply a qualitative approach to get more insights regarding backpackers' experiences during their visit. The last limitation was the analyzed variables. This research only focused on superstructure experiences. It is suggested that future studies examine other factors such as participated activities and motivation of backpackers to choose Indonesia as their backpacking destination.
